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OVERVIEW
avour
o success
The Food Harvest export target of€12bn by 2020 is beginning to look almost easy,
writes Alison Healy, Food and Fanning Correspondent
Once upon a time, it gave peoplea small thrill to find Kerrygoldbutter on the shelf of a super-market when they travelledabroad. Now, we would be sur-
prised ifwe didn't find a range ofIrish prod-
ucts on foreign supermarket shelves.
Keogh's crisps can now be bought in Aus-
tralia, the US and Dubai. You're as likely to
find Cashel Blue cheese in New York as you
are in Newbridge.
Ifyou feellike one ofGlenisk's yogurts or
dairy products, try Dubai, Portugal or
Spain. Donegal-based Irish Premium Oys-
ters are firmly established in Tokyo. And
most impressively, Broderick's, the artisan
chocolate bar and cake makers, are now
selling chocolate to the Swiss. And to the
Icelanders, Danish, Russian and Japanese.
The list goes on.
The success of these products abroad
helps to explain why the value ofIrish food
and drink tipped €1O billion last year. The
Food Harvest target of reaching €12 billion
by 2020 is beginning to look almost easy,
particularlywhen the growing global popu-
lation is considered. It increased by 80 mil-
lion in the past year and, according to the
OECD, three billion people in places such
as India, Africa and China will join the mid-
dle classes over this and the next decade.
Trade missions to far-flung places are no
longer just about the meat and dairy sec-
tor. Now they are selling our confection-
ery, snacks, desserts,jams and relishes.
The Gulfood exhibition which was re-
cently held in Dubai saw the biggest ever
representation of Irish food when 17 firms
travelled to the fair. It was a new experi-
ence for Keogh's crisps, which was only set
up in 2011 and its managing director Tom
Keogh says it was very encouraging to see
how Irish food was viewed in the Middle
East. "There was a very, very, good reac-
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tion to Irish companies. There were coun-
tries from all over the world exhibiting
their wares," he recalls, "but when you
went around for a look, there was no com-
parison when it came to the quality of the
products on offer. You could see people's
faces light up when they tasted our crisps."
Nicheproducts
While niche products are making great
strides, the meat and dairy sectors still ac-
count for our most valuable exports by far.
Meat and livestock exports accounted for a
third of food and drink exports last year
and were worth €3.3 billion, according to
Bord Bia. And dairy products exceeded the
€3 billion mark for the first time. Milk quo-
tas will be removed next year, leaving Irish
farmers free to produce as much milk as
they like for the first time in 30 years and
the sector has major plans for expansion.
Milk volumes are expected to increase by
50 per cent by 2020.
Bord Bia's chief executive Aidan Cotter
says there has been verystrong demand for
"Keogh's crisps can be boughtin Australia, the US and
Dubai. You're as likely to find
Cashel Blue cheese in New
York as you are in Newbridge
The value of prepared food exports last
year
9%
The increase in the value of food and
drink exports last year
Irish dairy products in China. "That looks
settocontinue," he says. Food and drink ex-
ports to China increased by more than 40
per cent to reach €390 million last year
and it's now our second-largest dairy mar-
ket and third-largest pork market.
Japan opened its beef market to Ireland
in Decemberand that will begin to pay divi-
dends this year. Offal is sold for a higher
price in Japan than in Ireland so it could be
a valuable market. "That is exactly the kind
of development that our beef industry
needs in order to maximise returns," says
Cotter. He is also optimistic that the reo-
pening ofthe US market to Irish beefwill al-
low us to tap into a niche market for
high-quality beef, produced from grass.
However, while these new markets are
exciting, they pose logistical challenges. It
takes 42 days to ship product to China, for
example. It takes an hour to fly to Britain
and theUnited Kingdom is still our most im-
portant market, accounting for 42 per cent
ofIrish food and drink exports.
And it could become even more impor-
tantwith the news that its population is due
to grow by 10 million people in the next 25
years. This is in contrast to the rest of Eu-
rope where the population is expected to
peak in 2020 before declining.
There is a growing optimism in the UK
about the economy too. Recent research by
Bord Bia found that 38 per cent of UK con-
sumers feel the economy is going well- up
from 13 per cent since last year.
"Certainly there are grounds for opti-
mism for the UK market," says Cotter.
Drinkssector
That market accounts for almost a third of
our beverage exports. But, overall, bever-
age exports fell slightlylast year to €l.25 bil-
lion. Whiskey led the way, with double-dig-
it growth, and helping to offset declines in
cider, beer and cream liqueurs. Whiskey
sales were particularlystrong in the US, fol-
lowed by Europe, Russia, Asia and Austral-
ia. That global love affair with Irish whis-
key is expected to continue this year.
It seems the biggest challenge facing the
food and drink sector lies in managing all
this expansion while protecting the envi-
ronment. Some 300 companies have noW
signed up for Bord Bia's Origin Green sus-
tainability programme which involves
meeting a set of environmental standards.
The target of having Origin Green-ap-
proved companies producing 75 per cent
ofour food and drink by the end ofthis year
will be comfortably met, according to Bord
Bia.
All ofwhich gives our food and drink sec-
tor the undeniable flavour of success. "Not
long ago, when Irish food was mentioned,
you thought ofvery few brands - Guinness,
Kerrygold - then you were clutching at
straws," Tom Keogh says. "Now we are
seen as the green island. We have an identi-
ty as producers of premium products. And
if we get even a small percentage of that
premium market abroad, it would be
enough to keep us going day and night."
175
The number of countries importing
Irish food and drink
€2bn
The value of beef exports last year
Challenges for
the sector
The food and drinksector is not
without itschallenges.
Commoditypricescan swing
eitherwayovemightand lotsof
volatility is predicted for thedairy
~rwhenquomsa~
abolished.
StubbsGazette's 2014Food
and Drinks IndustryReport
highlightsseveralother
challengesfacing thesector.
"Climatechangemaybethewild
card," itsays, notingthatcoping
with theeffectsofclimate
change has becomeareality.
"'ndeed thefoodanddrinks
industrydoesn'thaveabsolutely
everythinggoing for itThe
banking crisisandassociated
creditcrunch has limitedfunding
to primaryproducers," it says,
butadds that largercompanies
areconsideredwellfunded to
continueontheir pathstogrowth.
"Onthe~ilsldeprice
pressure Is relentlesswith
private labelbrandsprovidingan
increasingchallengetobrands
ascustomersmodifytheir
buyingbehaviours intheageof
austerity,"thereportadds.
"ThereIsalsothefactorof
creepingbureaucracywith
quaUtycontroland~ulrements
ontraceablUtyaddingsizablyto
thecostbase." ButItaddsthat
thesecostscould bejustified
when thepot8ntialcostofafood
scare Isconsldered.
"Theeffectsofthefootand
mouthoutbreakof2001,tothe
porkcontaminationcrisisof
2008tothehorsemeat
adulteration scandalof lastyear,
showthefraglUtyofthe
reputationofthefood anddrinks
industry," itsays. "Morethan
mostit is susceptibleto
catastrophicsetbacks."
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lost arts which we're realising is at the
heart of many food cultures, and is the key
to everything from sourdough bread,
cheese and beer to sauerkraut, kimchi and
miso. Combine the draw of the forgotten
craft skill with the promise of beneficial
probiotics, digestive enzymes and
health-boosting nutrients and you have
one hot food trend.
Comehellorhybrids
Love them or hate them, hybrid foodS
have captured our imagination, at once tap-
ping into our nostalgic desire for the famil-
iar and our intrepid craving for the new.
Once New Yorkers were queueing intO
the wee hours for their supply of cronuts-
croissant meet doughnut - everywhere
else had to have them. (Butler's Cafes if
you're asking). Bleecker Street's bite-sized
Bantam Bagels, a sort of profiterole-ba-
gel-ball filled with all things sweet and sa-
voury, are chasing any stubborn cupcakes
firmly into yesterday's news. Can't choose
between burger joint, noodle shop or piz-
za?You don't have to, thanks to the ramen
burger (compacted noodles replacing the
bread bun) or the pizza burger, of which
there arevarious interpretations (pizza tOP-
pings on a burger bun, or mini burgers on a
pizza). And who knows whereTacobeU's re-
cently launched Le Quesarito (quesadU-
la-cum-burrito) might lead us all.
Food writer
Susan-Jane
White's new
cookbook,
The Extra-
Virgin Kitch-
en
by Gill & Macmillan, sees one of Ireland's
biggest cookbook publishers betting that
health-focused food is going mainstream.
Functional foods
The winner of last year's Bord Bia Food
and Drink Award for innovation capitalises
on the "food as medicine" trend. The fami-
ly-owned Paganini produces low-fat, pro-
tein-enriched ice-creams marketed under
the FitFuel brand for sports peopleand hos-
pital patients.
Inapickle
One of the hits of last year's Ballymaloe
Lit Fest was a masterclass on fermentation
with author Sandor Katz, the hipster king
of the pickle. Fermentation is one of those
Superfoodsgo nova
The notion of superfoods (ie nutri-
ent-rich ingredients) has been around the
block but new ones pop up every year.
Some superfoods court controversy
around issues of food miles, while west-
ern-inflated prices of protein-rich quinoa
or Omega 3-rich chia seeds are placing
once-staple Latin American foods out of lo-
cal reach. Others are sourced closer to
home. Seaweed is finally coming of age
here in Ireland, with chefs and home cooks
embracing it versatility. Oily fish is back on
menus around the world.
food festivals or the annual Streetfeastfesti-
val (coming to a street near you this June
8th) we want to break bread and make con-
versation with those around us.
RawgrowsUp
Several Irish foodies are securing a place
in the Irish palate for the Stateside trend of
raw food. That they each look like model ex-
amples of the diet's claimed benefits may
or may not be coincidental. Katie Sander-
son's Living Dinners pop-up restaurants
have wooed critics and fans alike. Nata-
sha's Living Food is a booming brand offer-
ing everything from sprouted hummus
kale snacks to raw cacao ganache cake.
Food writer Susan-Jane White's new cook-
book, The Extra-Virgin Kitchen, published
- -=TRENDS
Tastes
ofa
foodie
•
nanon
Authenticity is prized highly, as is locally
sourced food. "Real" foods are hot, tradi-
tional crafts are cool and local is where it's
at. We want small-scale farmhouse butter
and slow-fermented sourdough bread. We
want locally-produced alternatives to im-
ported foods. And we're getting them too,
from Irish Atlantic sea salt and Irish apple
balsamic vinegar to mozzarella produced
from Co Cork buffalos.
We may have reduced
our spending on
food but there's a trend
towards cooking from
scratch and home
entertaining, writes
Aoife Carrigy
Local and real
We Irish are an increasinglyfoodie nation. That was oneof the top findings of PERI-scope 2013, Bord Bia's re-cently published report
based on comparative research across
10 European countries. We may have
scaled back our spend but we are reprior-
itising it too, and focusing on food as a
source ofpleasure, nutrition and meaning-
ful connection with the world. Cooking
from scratch and home entertaining are on
the rise, and the Irish are number one in Eu-
rope for attending cookery classes. So
what's hot in the world of the home cook?
Seekingconnections
We are increasingly using communal
food experiences to build meaningful con-
nections. Whether its dinnerparties or fam-
ily dinners, supper clubs or pop-ups, local
liTHE IRISH TIMES IMarch 26, 2014
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Selling Irish food abroad should be easy given our lush
landscape, but it does require a considered approach
that takes in local sensibilities, writes Fiona Reddan
For a food company, having suc-cess in the Irish market is just onepart of the jigsaw. To trulyachieve scale, it has to position it-self in international markets. But
this can mean a serious assessment of a
company's marketing and branding strate-
gy in order to ensure that it is appropriate
for the market the company is looking to
target.
An obvious choice is to play up a compa-
ny's Irishness, given the country's reputa-
tion in the agri-food sector. However, as
Tara McCarthy, a director with Bord Bia
says, it all depends on the product you are
selling. A product like Goodfella's pizza is
not particularly enhanced by being Irish
but Kerrygold butter on the other hand
very much plays up its Irishness.
"It varies quite a lot as to whether or not
consumers assess provenance in that cate-
gory," she says.
Moves abroad may also necessitate a
change in branding. When porridge maker
Flahavan's, for example, started to sell in
the UK, it launched its product in a blue
and red canister. However, competitor
Quaker then contacted the company to
draw its attention to the fact that Fla-
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havan's product looked too much like
Quaker's did. So the Irish food company
changed the colouring on its boxes to
green and red.
Avital part ofany company's research be-
fore it exports is to consider how the con-
sumerwill use the products- what works in
Ireland may not necessarily translate inter-
nationally. When Kerry Group, for exam-
ple, was getting ready to export its cheese
strings product to France, it discovered a
challenge in that French kids don't take
lunch boxes to school, they use the school
canteen instead.
So the group opted to sell the product as
an after-school snack or gouter instead,
changed its name to Ficello (or string), and
replaced the cheddar content with the
more familiar Emmental. "You have to lo-
calise the product to that market," says Mc-
Carthy, noting that while consumers typi-
cally like hot curries in Ireland and the UK,
continental Europeans favour sweeter
ones.
Sustainability and the "green" qualities
of a product have also become vital brand-
ing tools when selling Irish products
aboard.
Maeve Henchion, the head of the depart-
ment ofagri-food businessand spatial anal-
ysis at Teagasc's food research centre,
says, "Sustainability initiatives have be-
come more than just a PR tool for compa-
nies; they are becoming an essential part of
the supply-chain process."
It's no surprise then that food promotion-
Sustainability and the
'green' qualities ofa product
have become a vital branding
tool when selling Irish
products aboard
Actor Saoirse Ronan appeared in Bord
Bia's Origin Green ads which were
shot in Kilkenny
al bodies are actively trying to position
Irish food companies in this light.
"It's a source of differentiation," says
Henchion. "A lot of countries can produce
beef to a particular specification but what
do we do that's different to them?"
In 2012 Bord Bia launched its Origin
Green initiative, which is "essentially a vol-
untary sustainability programme that the
entire food and drink industry is signing up
to," according to Una Fitzgibbon, the mar-
keting director at Bord Bia.
The environmentally friendly charter of-
fers companies a "brand platform" for com-
municating the green sustainabilitycreden-
tials of that industry and draws on Ireland's
very strong "green" reputation overseas,
says Fitzgibbon.
So far, 300 Irish companies have regis-
tered their interest in the initiative and 53
of those companies have submitted Origin
Green sustainability plans. There are now
40 verified member companies. According
to Fitzgibbon, these member companies
Margaret Lynch
Couverture
--11
succeed in selling her creations,
the big question for Lynch has
always been whether or notto
create a brand of her own.
"It is something we have
always struggled with but it
would take such an amount of
investment to develop a brand
that it wouldn't be worth it," says
Lynch.
"As things stand, we are actual-
ly avery well known b2b (busi-
ness to business) brand and that
is what matters to us."
Couverture has also grown as
its supermarket customers have
grown. It recently, for example,
began exporting to the UK as a
result of Musgraves introducing
Couverture to its Budgens chain
of food stores.
"It's been agreat for us be-
cause it has helped us learn about
such export issues as logistics
and currencies. It has also, more
importantly, shown us how
competitive we are there price-
wise, which has given us great
confidence to do more in the UK."
Making desserts proved asweet
recipe for business success for
Margaret Lynch of Couverture, a
contract manufacturer.
A graduate of the bakery
school at OIT Kevin Street, she
got her first job with Lir Choco-
lates. She stayed 10 years,
learned how to set up and grow a
successful food business and
made contacts with supermar-
kets which were to prove invalua-
ble to her when, in 1998, she left
to set up Couverture with her
sister Geraldine O'Connor. Celine
Hayes-English, apartner in the
business, joined soon afterwards
and looks after sales and market-
ing.
The company manufactures
own brand desserts for, among
others, Supervalu, and provides
contract catering services to a
number of well known food
brands.Having seen others
Building an international presence by stealth: Barry's Tearepresent more than 65 per cent of ex-
POrts.
Already Origin Green member compa-
nies can incorporate its message into their
own marketing material and the initiative
is set to step up a notch in June, when Bord
Bia will launch a new media plan aimed at
international trade customers.
"This new creative will move us from cur-
rent messaging around 'the promise' of
what Origin Green can give to our custom-
ers to the 'verified reality' ofwhatwe can de-
liver our customers," says Fitzgibbon.
The initiative has paid off for some com-
Panies already, with one member company
Winning a Belgian retail account on the
back of it and another winning tenders for
~oOd service provision in the UK because of
Its involvement.
"What companies are finding is that it's
changing the nature of the conversation
With their key customers, assisting them to
develop longer term relationships and as-
sisting others win new business," says Fitz-
gibbon.
But such an approach can have its chal-
~enges. As Henchion notes, it's all about
credence attributes" whereby the consum-
er has to believe what you are saying.
"Who'sBarry?" It'saquestionthe
manufacturersof Irishtea brand Barry'sTea
arefrequentlyaskedwhen endeavouring to
exportthe productabroadand isreflectiveofa
widerchallenge Irishfood companiesface
when seLUng in internationalmarkets- what
works in Ireland maynotnecessarilywork
abroad.
Barry'sTeafirst startedtoexportIts
products in the19805, initiallyrespondingto
requestsfrom outletshopingtosellthe product
toIrishemigrants indestinationssuch as New
York,ChicagoandSydney.
"Thetargetmarketwasthesameasathome
and Itwas the samepackthatwasexported,"
saysBarry'sTeaexportmanagerAisUng
Gildea.
Sincethen,however, theCorkfinn has
becomemore5trategicaboutexportsand
Barry'sTea is nowsold In14countriesaround
theworld, includingthe US,Canada,UK,
France,Germany, theMiddleEastand
AustraUa,8CCOuntlngforabout10percentofIts
totalsales-a figurewhich Ithopeswill
contlnuetorlse.
"Forustokeepongrowingwe havetogrow
exports," saysGildea,addingthatBarry'sTea
hasbuiltupItspresence in international
markets"bystealth",butthatintheUS"It's
starting totakeoff" for thecompany.
Intrying toreach awideraudienceacrossthe
Atlantic, Barry'shasverymuch heldonto Its
Irishoriginsand nowusesaspecialpack
featuringatricolourand shamrocktosell there.
That isquitedifferentfromtheonesold in
Ireland.However,while internationalmarkets
offermanyopportunities,exporting isnot
without Itschallenges.
Inthe UK,which isanobviousmarketfor
Barry'sTea, Gildeanotesthatwhllethe product
isstocked ontheshelvesofTesco,Sainsbury's
and Morrisons,youwill find Itinthe speciaUst
world aisles-notsittingalongsidebigBrItIsh
namessuch asPGTIpsandTyphoo,which is
where ItwouldUketo be.
"Thechallenge hasbeento fUp overtothetea
category," saysGlldea,noting
thatthecompanyhas
beenconsidering
changlngltsnarne
orrepackaging
ItfortheUK
market
"It'sa
dlfflcultone
andaprocess
we're still
working
throughasto
howwemightcrack it,"
shesays.
So,forexample, ifyou are buying beefbe-
cause of its red colour, you can see that for
yourself. "But when you're promoting
something based on its green credentials,
they have to trust you when you say it," says
Henchion. "[The] first thing is trust - how
do you accurately measure to consumers
it's environmentally friendly?"
In this respect, Teagasc is trying to bring
some measurement to the initiative and is
trying to come up with a wish-list of steps
that can be taken and then measured on
farms on a long-term basis. These can then
be used by individual companies in their
marketing. When you are gearing up to sell
internationally, McCarthy advises that
food companies do betterwith a bit offo-
cus.
"Concentrate your ef-
forts quite specifically;go-
ing in with 30 different
products and not know-
ing what you're doing
with all of them won't
help," she says.
"It's really about study-
ing the market before you
go," she says. "You can only
make one first impression."
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Time to beef up labelling Codding shoppers:DNA tells the truth
Consumers are now
much more concerned
about the quality and
origin of their food,
writes Conor Pope
People love horror stories, particu-larly if they come with extra YukFactor. In February, a regular re-port from the Food Safety Au-thority ofIreland (FSAI) was pub-
lished and among its nuggets were tales of
human teeth, nails and chicken heads be-
ing found in food sold in Irish restaurants
and takeaways. It stayed among the
most-read stories on The Irish Times web-
site for days, with readers clearly mesmer-
ised by the details.
But such food-related shock horrors are
rare and the incidents easy to isolate so
they do little to damage the reputation of
our food sector as a whole. It is a different
story when things happen higher up the
supply chain.
Frozen burgers
Every time horse DNAis found in beefburg-
ers or dioxins in sausages or every time re-
tailers are exposed for selling cheap, name-
less white fish dressed up as cod, the Irish
agri-food sector takes a hit and consumer
confidence is damaged.
According to David Berry of Kandar
Worldpanel, which monitors the retail sec-
tor, sales offrozen burgers in Ireland fell by
42 per cent in the wake of the horse-meat
scandal last year with the impact extending
to other areas of the frozen-food sector,
such as pizzas, as well as chilled conveni-
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ence foods. While the crisis had little or no
impact on the industry, particularly on
Irish beef exports, which bounced back
quickly, it did put the spotlight on big retail-
ers and raised questions in consumers'
minds as to how it was possible to sell a kilo
of frozen beef burgers for €2 at a time
when fresh beef was selling at about €4 a
kilo.
These questions are legitimate as are
fears about the quality of the food we eat,
particularly in cash-strapped times. Re-
search carried out by Bord Bia at the begin-
ning of the year found more than one-fifth
of the population still struggles to put food
on the table and while this has dropped sig-
nificantly from 30 per cent in 2013, food
costs remain a concern for almost 40 per
cent ofconsumers.
"The findings not only talk about how
consumers are thinking today, but also re-
view what we have seen since 2008, and
start to think about how consumers and
Irish society has changed since the reces-
sion:' says Helen King, head of insight and
innovation at Bord Bia. "This study shows
how a new emerging landscape can offer
opportunities for Irish companies and
brands."
Food scandals make things more uncom-
fortable but at least people can draw com-
fort from the fact that they are uncovered
which shows the systems put in place to de-
liver quality assurance are working and un-
derpinning the integrity of Ireland's food
produce. Ireland got some very negative
press in the immediate aftermath of that
story breaking but later the criticism
turned to praise for the detection systems
in place across our agri-food sector.That is
not to say there are not problems. As con-
sumers, we are more divorced from the re-
alities ofproduction than any previous gen-
eration because of the length of the food
supply chain across the processed food sec-
tor and the number ofcountries involved in
getting some foods from farm to fork.
Lax IabeLUng
Lax labelling regulations have allowed
some producers label Thai chickens as
Irish by just adding a sprinkling of bread-
crumbs or a dab of garlic butter to them
closer to home. And while there is no sug-
gestion the food imported from many thou-
sands of mile away is in any way harmful, it
is not what consumers want.
The main principle of the EU food label-
ling directive 2000/13 states that labelling
must not "be such as could mislead the pur-
chaser to a material degree, particularly as
to the characteristics of the foodstuff and,
in particular as to its nature, identity, prop-
erties, composition, quantity, durability, or-
igin or provenance, method of manufac-
ture or production." It is to be updated lat-
er this year with new rules which will aid
consumers' understanding of where their
food comes from.
Changes will be welcomed by Ireland's
shoppers. Since 2001, Bord Bia's biennial
PERIscope study has been exploring con-
sumer attitudes towards topics such as eat-
ing at home, cooking, local food, the envi-
ronment, and health and wellbeing, in 10
markets - Ireland and the UK, six continen-
tal European markets, along with the US
and New Zealand - encompassing 10,000
respondents.
Its most recent report found 70 per cent
of Irish consumers felt it was important to
"buy local" - up from 50 per cent in 2005.
More than three-quarters ofus check prod-
ucts for a country of origin label before we
purchase compared to just 58 per cent in
theUK.
Technologyhasanned the
watchdogsofthefood industry
Ukeneverbeforeandensured
food suppUersandproducers
who cutcomers to savemoney
orattemptto mislead
consumerscan be identified.
late lastyear, some bacon
producerswereaccused bythe
IrishFannersAssocIation (IFA)
ofcausing confusion byusing
labelssuggestingtheywere
usingIrishplgmeatwhentests
results showed non-Irlsh
producthadbeen used.
TheIFAcommisslonedDNA
testingcompanyIdentlgen to
runthe ruleover300plgmeat
samplesandthen compared
the resultswith theDNA
databaseofIrish boars.The
results showed 52percentof
the rashersand baconjoints
testedwerenotfromIrish pigs.
The practiceofreplacing cod
withcheaperalternativesand
seUing ittoconsumersat
inflated priceswasrevealed to
berampantintheRepubUctwo
yearsago,with morethana
quarterofaUso-caUedcod sold
here belngwronglyIabeUed.
Thestudy,carriedoutby
researchersatUniversity
CoUegeDublin found 28per
centofthecodbeing sold in
IrelandwasmislabeUed.
Cheaperfish includingpoLlack
andwhitingare sold ascod,
with themajorityofmlslabeUed
codproductsprovingto be
smoked, breaded orbattered,
aUowingproducers involved to
concealtheappearance, smeU
andtasteofthe fish fillet.
The UCDscientistsused
DNAbarcodingtechniques to
identify226cod products from
supermarkets, fishmongers
andtakeawayoutlets and
compared the resultsagainst
theproduct labels. In 37ofthe
131cod productspurchased in
Ireland, the fish wasnotcod.
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George Ardagh
Empire Donuts
Ciara Troy
Oishii
Given that his parents have asnack
food business, The Fibre Food
Company, itwas probably always
likely George Ardagh would gravi-
tate towards the same sector. He
has, but he took afew detours along
the way. Over the years he has sold
remote control devices for gates,
run an online wedding shop and,
most recently, launched a poncho
wholesale business.
A passion for donuts however has
given him his most successful
venture yet. "I just love donuts,"
says Ardagh. "I have some family in
Canada and whenever Iwent there
the first thing Iwould do is head for
the donut shop." In 2012 he decided
to take the love affair astep further
and see if there was a business in it,
travelling to the US to undertake a
tour of donut shops. While there he
bought US-style donut equipment,
had it shipped over, and set about
perfecting recipes. The next step
was to rent afood grade unit at a
subsidised price at SPAOE, an
incubation centre for food business-
es in central Dublin.
Empire Donuts began trading in
February 2013 and his success has
been anything but half baked:
"We're flying," says Ardagh, who
employs four people, has secured a
listing with Tesco and supplies to
Rail Gourmet, the international
railway catering supplier.
"In the beginning Iwas doing the
cooking, the deliveries, making
sales and doing accounts and even
now Ihave help I'm still working
seven days aweek," says Ardagh.
The work is paying off however.
"It's all about the volume. We
needed to get the numbers up to
benefit from economies of scale
and we're starting to do that. We
have export potential and are in a
really good place now."
Ciara Troy's business was born in
2006 of asimple love of sushi.
Starting out on amarket stall in
Greystones, Co Wicklow, Oishii has
since grown into a business that
employs 20 people.
Oishii means delicious in Japa-
nese and is aword she learned on a
student trip to the Land of the Rising
Sun that left her with a passion for
fresh sushi. Unable to find it back
home, she began making her own
and selling it at farmers markets.
Demand grew quickly, but she
was so busy making and selling it
that she had little time to think
strategically about the business. It
was only achance meeting with
someone from her local enterprise
board that put her on a path to
growth. '" was 18 months in before I
realised there were supports out
there for food start ups like mine,"
she says.
Access to mentoring and acapital
grant enabled herto buy her first
proper piece of equipment - prior to
that she had to do everything by
hand - and the business began to
scale up rapidly.
Today it sells into supermarkets
across Ireland and recently expand-
ed with the launch of Oishii Noodles,
which are low in fat and sugar and
high in protein.
Other innovations include the
launch of asushi catering service
and sushi-making team building
events which have proved ahit
recipe with corporate clients - "they
get their Oishii aprons and head
bands and it's a really fun event,"
said Troy.
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The burgeoning middle classes in developing
markets such as China and India have a big appetite
for Irish food, writes Frank Dillon
food chain, such as the foot-and-mouth and
dioxin scares in recent years, can alsO
cause long-term damage to the industrY
and requires vigilance at all levels.
However despite the potential pitfalls,
Asia remains an attractive prospect fof
many Irish food producers. ExportS to
Chin, for example, grew by over 40 pef
cent, with values trebling over the last
three years to reach £390 million in 2013.
China is now Ireland's sixth largest mar-
ket overall, with strong dairy and pork e"d
ports contributing to this, and seafood an.
beverage exports also growing. China~ J~
Ireland's second largest dairy and thlf
largest pork market.
Demand in China for Irish seafood is alsO
expected to soar as appetites fof
non-farmed fish increase.
from import taxes."
There are also very strict permissions re-
quired in relation to agricultural products
with special approvals being required from
various government agencies before a per-
mission to import is granted, he notes.
"There are many other factors to be wary
ofwhen exporting to emerging markets, in-
cluding: ensuring compliancewith all docu-
mentary and legal requirements at the
time of import in order to avoid fines;
goods being stopped at the border, along
with issues of corruption when dealing
with foreign officials," he adds.
The latest Pathways to Growth report
from Bord Bia sees fragmentation within
the industry as a problem, especially when
Ireland competes with major global food
players in international markets. "The
food industry is dominated by giant multi-
national firms, many of whom have turno-
vers well in excess ofIreland's total food ex-
ports. Nestle for example has a turnover of
over $100 billion."
Cotter also acknowledges that a very
large part of the business is B2B (business
to business) so that even where a product is
sold with a value-added element, the final
element before the product is put into the
hands ofconsumers is not controlled by the
Irish producer. This has led to concerns the
industry is not as consumer-centric as it
should be.
Artisan sector
Volatility remains a challenge, with cli-
mate having an increasingly important im-
pact on world markets. Droughts and crop
failure can unleash a price dynamic. In the
short-term, global food shortages can lead
to higher prices but that also encourages
larger food producers in countries such as
the US to enter the market, which can re-
sult in a very significant price drop. The
threat of diseaseand compromises in the
and China is now our second largest mar-
ket in this sub-sector, with 40 per cent an-
nual growth.
DECD figures indicate the world's mid-
dle class is expected to rise from 1.8 billion
in 2010 to 4.8 billion by 2030, with most of
the growth coming from the East. China
alone is expected to account for 18 per cent
ofglobal consumption by then with $10 tril-
lion of spending power. "As populations
grow in wealth their consumption of meat
and dairy products increases and we are
ideally placed to capitalise on this opportu-
nity," says Cotter.
Mike McKerr, managing partner at fi-
nancial services firm EY, says that when
considering export opportunities, new
markets should be pursued but alongside
existing ones. "Emerging markets charge
very high import duties on foreign goods,
particularly those in the agricultural sec-
tor, in order to protect their local economy
as well as to raise revenue -with some coun-
tries raising over half their tax revenue
mentorshiptosuccessfuUysupplyandtrade in
anumberofforeign markets includingthe UK,
France,Gennany,Scandinavia, North America
and Benelux.
Ofthose,France remains the leading
continentalEuropean marketfor Irishfood and
drinkexports, and Ireland'smost important
eurozonetrading partner in the sector,with
total2013food and drinkexportsestimatedat
€673 milUon.
Thedouble-digitgrowth achieved in 2013
included notonlyareasoftraditionalstrength
for Irishexporters, such as lamband beverag-
es, butalso significantnewbusinessincatego-
riessuch asmushrooms,snails, bakery,
fannhousecheeseand softdrinks.
"Aspartoftheprogrammewewillmeetwith
French buyers to find gaps inthe marketthere
thatwe mightbe able to fill," saysOrmonde.
Eastern promise
or Iris exports
Growth ofmiddleclass
Dairy exports from Ireland to China last
year accounted for £280 million, says Bord
Bia chief executive Aidan Cotter, adding
that 80 per cent comes from infant formula
Vive La France!: Swift Fine Foods
It'stheyearoftheFrench,forMartinOnnonde,
sales managerwith SwiftFineFoods,aMona-
ghan-based producerofchilled andfrozen
ready meals.
Thecompany,which employs 95peopleand
hasanumberofbrands, including Chefs Made
and ChefsCuisine, isparticipating inAccess 6,
an EU-funded exportdevelopmentprogramme
thataimsto boost Irish food and drinkexports
tothe €312 bilUon French retail groceryand
foodservicemarket
"Weonly recently began exporting to the UK
and already itaccounts foraround 5percentof
turnover, sothesheersizeand proximityofthe
French marketmakes itworthwhile for ustotry
and developthat too,"saysOnnonde.
TheAccess 6programme,which isdeliv-
ered bythe Irish ExportersAssociation (lEA),
aims to provide IrishSMEs with training and
Following years of underper-formance, Ireland's food indus-try is enjoying a remarkable re-naissance, with farm incomes ris-ing and agriculture and food
once again becoming an attractive career
option for Irish graduates. The backdrop to
this is that Irish food and drink is becoming
increasingly popular in world markets,
with food exporters tapping into a new de-
mand for high-quality products.
Food exports are growing rapidly on the
back of the burgeoning middle class in de-
veloping markets such as China and India.
The abolition of milk quotas in 2015 will
also underpin this growth with the market
for Irish food exports soon to exceed £10
billion annually.
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Dairy exports from Ireland to
China last year accounted for
€280 million, says Bord Bia
Knowing your niche
Jelly Bean Factory
Knowingyour nicheand servicing it
well has been the key to export
success for theJelly Bean Factory,a
businessestablished in 1998by
fatherand sonteam Peterand
Richard Cullen.
TheJellyBean Factory is now
Europe's leading producerof
gourmetjellybeans, producing
around 12million jellybeansdaily in
36 differentflavours, ranging from
passion fruit to pinacolada and from
liquoricetocinnamon, invarious
innovativepacks. Allthe jellybeans
aregelatin, gluten,GMO and
nut-free, Koshercertified and Halal
compliant
With aturnoverof€12 million, the
companyexports morethan 98per
centof itsproduction to 55 export
marketsaroundthe globe.The Jelly
Bean Factoryis the fastest-growing
brand ofgourmetjellybeans in
leadingconfectionerymarketssuch
asthe UK.1tsmajorexportmarket is
the Ut<,with 45percentofexports.
Otherprominentmarketsare the
US,Canada,Australia, South Africa,
NewZealand,Germany,Austria,
Poland, the Nordiccountries, UAE,
Saudi Arabia, Bahrain, Qatar,
Indonesia,Singaporeetc.Salesand
brand are growingyearonyear
acrossmostmarkets.
The firm nowemploysastaffof72
ata115,000sqftfacility inBlanchard-
stown, CoDublin, thathas been
extendedthree times in recent
years.
"Havingaproductwith along
shelflifehas been oneofthe key
advantagesfor usingrowingexport
markets," says Richard Cullen
(below). "However, it's notsimplya
caseofpushingtheproductoutthe
doorandthen hoping for the best In
ourexperlence,it'svitaltomaintain
avery hands-onapproach ineachof
the markets inwhichyou operate."
"Export markets are unforgiving" Dawn Farms Foods
~awn Farm Foods supplies meat to
oOd service chains throughout Europe
Established in1984,Dawn FarmFoods,based
inNaas,Co Kildare, isEurope's leadingsuppli-
erofcooked andfermented meats to intema-
tlonalfoodservicechainsandleadingfood
manufacturers.Thecompany suppliesawide
rangeofblue-chipcustomers in thefood
manufacturingandfood service sectors
throughoutEuropefor the pizza, sandwichand
ready meals markets. Itexports80percentof
itsoutputto40countriesfrom itsfactories in
Naas,oneofthemostmodemmeattechnology
facilities intheEuropeanUnion.
In2010thecompanywon a€700 million
seven-yearcontracttosupply the Subway
sandwich chain with meat ingredients, having
suppliedthechain since itsfirst Europeanstore
opened in1993.According to head ofbusiness
developmentJohn McGrath,amongthe key
challengesthatDawn Farm Foodshas had to
overcome includedevelopingan intimate
knowledgeofeach oftheexportmarketsthat it
services. "That involvesdevelopingtheright
productfor the marketthatfitswith local
consumers' needs, tastesandprice
expectations,whilealso fulfilling any
regulatoryobligationsand requirements in
thatmarket"
Acompelling proposition isvital, McGrath
maintains. "Exportmarketsareunforgiving
and competition isespeciallywidespread inthe
food sector. Inthis scenarioyou haveto provide
aproductand aservicethatyourcustomers
reallywant, not justwhatyouwishto seLL Dawn
Farm'sgoal is todifferentiateon things that
others cannoteasily do.
"Ourexperience suggests thatto succeed
you needto knowwhoyou are,whatyou are
goodatand howto build on that," hesays.
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On target or
Food Harvest 2020 was devised by the agri-food sector and it's providing a valuable
road map to the challenges ahead, writes Frank Dillon
I reland's agriculture and food indus-try was at a low point when the indus-try came together with various stake-holders in 2009 to devise an ambi-tious plan under the title, Food Har-
vest 2020.
Launched the following year, it set tar-
gets to increase the value of primary out-
put in the agriculture, fisheries and forest-
ry sector by €1.5 billion a year, a 33 per cent
increase on previous levels. It also sought
to increase the value-added element in the
agri-food, fisheries and wood products sec-
tor by €3 billion and to achieve total ex-
ports from the sector of€12 million.
The plan was greeted with scepticism
from some quarters, but the industry is
now on course to achieve the objectives.
The food sector is on a roll. Annual growth
targets are being met and exports are al-
ready close to €1O billion. That's before you
consider the huge impact that the abolition
of milk quotas in 2015 will have on the in-
dustry. Estimates suggest that this could re-
sult in a 50 per cent expansion of the dairy
sector by the end ofthe decade.
Quotas, which have been in place for 35
years, have acted as a brake on the sector,
but the industry is gearing up for expansion.
Recent moves by two of the largest compa-
nies in this sector, Glanbia and Kerry, bear
witness to this. Glanbia Food Ingredients is
currently constructing a plant in Belview on
the KilkennyjWaterford border, which will
create more than 1,600 jobs in a massive
€400 millioninvestrnent. Kerry is establish-
ing a new plant in Kildare, with the creation
ofmore than 1,000jobs.
"We recently worked with Glanbia to
quantify the impact of the growth in their
milk supply," says John Higgins of consult-
ants EY. "Ouranalysis showed a pre-expan-
sion economic impact of €1.54 billion
which supported 5,592 jobs across the
economy. The planned growth in milk sup-
ply is expected to boost those numbers by
€509 million and 1,851 jobs respectively.
As Glanbia processes around 28 per cent of
the national milk pool, the economic im-
pact of the national growth in milk produc-
tion is clear."
"Milk production has a significant im-
pact nationally and at a regional level. The
opportunities for growth due to the aboli-
tion of quotas are significant, with the im-
pact heavily weighted to areas outside the
major urban centres. All products from the
extra milk production will be exported
which further enhances the economic im-
pact as there is no displacement effects in
the domestic economy," he adds.
Cathal 0' Donoghue of Teagasc agrees
that quota abolition will have a huge effect
throughout the food chain, starting at pri-
mary producer level. "The farm sector has
huge pent-up possibilities. Around half of
the land on dairy farms is not used on dairy
production because ofthe quotas. The tYPi-
cal mid-sized family farm in Ireland is a
very efficient producer and is set to reap re-
wards," he says.
One of the reasons why Food Harvest
2020 appears to have caught the imagina-
tion ofthe sector is that it is verymuch an in-
dustry-led rather than a government-in-
spired initiative. Collaboration levels are
high across the sector with a recognition
that new technologies, innovation and c10~­
er working relationships through the chaIJl
are vital to exploit the possibilities in the
booming global food market.
There is also a recognition within FOod
Harvest 2020, that growth in itself is not
the only issue. Sustainability is vital and
provides a competitive differentiator tha~
could underpin the long-term success 0
the Irish food industry and enhance the
"Ireland" food brand.
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SUStaiJi.abiJUty: Irish Distillers
Irish Distillerscommitmentto
sustainable developmentwas
one of the reasons itwas
invitedto become oneofthe10
founding participantsofthe
Bord Bia OriginGreen initiative,
avoluntaryprogrammethat
encourages Irishfood and
drinkmanufacturersto
operate sustainably.
Sustainability isakey partof
the cultureof Irish Distillers
according to its chiefexecutive
and chairmanAnna
Malmhake,who says
responsible production and
consumption are centralto
theirbusiness. The original
Midleton Distillery in Cork, now
aheritagecentre,was built in
1825inan area abundantwith
its two key raw materials: it
was in the heartofthe Munster
cerealgrowing region and had
water from the Dungoumey
River.
Thecurrentoperating
distillery isalsobased in
Midletonand itproduces two
maintypes of Irishwhiskey; pot
stillwhiskeywhich is is
distilled in batch process, and
grainwhiskeywhich isdistilled
inacontinuous process
The company hasembarked
on a€100 million expansion
projectat its Midleton distillery
whichwill see production
capacitydoubled.
Around 20percentofthe
€100 million investmentis
directlyrelated to improving
sustainabilitythrough reduced
environmental impact, such as
increasedenergyandwater
efficiency, and improved risk
management
Irish Distillers recentlyhad
its Jameson bottle redesigned
so that itweights30percent
less.Thishas resulted ina
saving ofmorethan 435tonnes
ofglass.
Also, some 98percentofall
packagingwaste from Irish
Distillers' bottling plant in
DubUn isnowrecycled.
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Liam Herlihy, chairman of
Glanbia, John Moloney,
group MD Glanbia, Minister
for the Environment Com-
munity and Local Govern-
ment Phil Hogan and Jim
Bergin, CEO Glanbia Ingredi-
ents Ireland at the ground-
breaking for the new Glan-
bia plant in south Kilkenny
SustainabiUty:
Samco Agricultural
Manufacturing Ltd
The need back in the1990sfora
newwaytogrowmaize in
Ireland'scooLcUmate has led
overtimeto asuccessfuLcompa-
ny,SamcoAgricuLturaL Manufac-
turingLtd.
The companydeveLopeda
uniquethree-in-onemaize
planting machinethatsetsthe
seed, appUesweed killer and
covers thedrillwith afilm of
biodegradabLemateriaLaLLat
once, explainscompanydirector
RobertShine.
His father, SamueL,developed
the machineback in the
mid-1990ssohecould produce
forageforcattleon the famiLy
farm in Adare, CoUmerick. But it
wascLearthe machinewould be
justasusefuLtootherfarmers
and sothecompanybegan.
Theystarted manufacturing
and began research on asuitabLe
degradabLeagricuLturaLfilm. "It
actsUkeaminigreenhouse in
effect, heat istrapped underthe
film to heLp seed germination. It
can beusedforsoya, sweetcom,
sorghum or sunflower," hesays.
Theyhavedevelopeda
numberoffiLmsand areexperi-
mentingwith astarch-basedfilm
to replaceolderversions. "We
haveabout10differentproducts
developed hereand madehere
and in China."
Samconowemploys30
peopLedirectlyand another20
indirectly insupportservices,
Shinesays. Itexports80 percent
ofwhat itproduceswith ma-
chines Leaving Adare forJapan,
China, NewZealand, Chile,
Canadaandthe US,with recent
annuaLgrowthof15to 20 per
cent, hesays.
Researchand deveLopment
remainscentraLtowhatthe
companydoes,Shinesays.
"Forefront inourminds isR&D.
Wedon'tacceptthe notionthat if
it isn'tbroken don'tfix it,we
aLways try to improveour
products."
DICKAHLSTROM
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Agri-Food -
Funding New Routes to Growth
EY partners Graham Reid and John Higgins interviewed agri-food companies
and banks about how Ireland can maximise its potential in this expanding market,
and ask is there a lack a funding that will potentially strangle this growth?
reland's image is green. The image of Ireland as a
producer of high quality food is priceless.
Competitor countries envy the reputation that
Ireland holds. Agri-food is Ireland's largest
indigenous industry, processing beef, pork, lamb,
poultry, cereals, dairy produce, seafood,
prepared food, organic and other products. The industry
employs more than 160,000, exports € 10 billon's
worth of goods to more than 170 countries, and
accounts for eight per cent of gross domestic product.
The potential for more growth is significant. Expanding
markets in Asia and Africa, and the global growth
of middle class markets is increasing the demand
quality food, in particular protein based food, from
trustworthy sources. This offers opportunities for
growth in exports, helping Ireland to achieve a soundly
based economic recovery. Some of this has begun
already. China is now Ireland's second largest dairy
market, and third largest supplier of pork, according to
Bord Bia. Bord Bia also announced recently that food
and drink industry exports grew by nine per cent to
€ 10 billion in 2013, with double-digit growth in dairy,
beef and prepared foods. This positive result for the
industry was delivered during a year which included
challenges such as a fodder crisis and the horse
meat scandal.
All sectors including meat and livestock (beef, lamb,
pigs, poultry), prepared food, beverages, seafood,
horticulture and cereals are expected to contribute
to the delivery of the industry's growth agenda. Most
noteworthy is the dairy sector which is expecting to
grow output by 50% following the abolition of EU milk
quotas next year.
The 2020 Food Harvest Plan (FH2020), a blueprint
prepared by the Department of Agriculture and
Fisheries with industry input set demanding targets
for growth in the decade leading up to 2020.
EY advise some of the key players and has advised
on some of the most important transactions in the
industry in recent years and therefore has a unique
perspective on the agri-food industry. We have been
talking to senior representatives from organisations
and finance providers across the sector, to gauge
progress towards FH2020. We have interviewed
major actors, gauging progress towards FH2020 at the
halfway point, in particular seeking to gain an
understanding of the funding opportunities and growth.
Overall there is an acceptance that good progress
is being made. However, challenges remain, and will
require structural changes, continuing innovation
and evolution of the sector. The general trend among
producers in Ireland is to move away from commodity
products towards value added and brand-centred
products that focus on the requirements of customers
in target markets. It is important these trends
continue to help ensure that Irish produce earns
premium prices so as to minimise the impact of
volatile commodity prices.
Ireland has competitive advantages in food production,
such as our grass-based cattle feeding, and a strong
food brand globally. However the industry needs to
continue to invest and drive efficiencies throughout
the supply chain to ensure we remain competitive in
the global market place. This will require sustainable
investment in operational improvements, new capacity,
sales and marketing, research and development
(R&D), new products and exploring new markets.
Investment needs vary across the different sectors
but the focus should be in the development of more
efficient primary producers and processors. Examples
of opportunities to increase efficiency in the dairy
sector include increasing farm and herd sizes,
consolidating existing processing capabilities and,
where required, building greenfield and highly-
efficient processing plants.
There remains strong rationale for the consolidation
of the processing capabilities of the dairy sector.
However arriving at a feasible structure will be
complex and will take time. Glanbia's proposed
acquisition of Wexford Creamery, subject to
Competition Authority approval, is an example of
this consolidation process. The drivers for further
consolidation may include farmers switching co-oper-
atives as they seek to optimise their farm gate milk
price, lack of processing efficiency, poor financial
performance and a lack of investment, all of which
are interconnected. This theme extends into the other
agri-food sectors with the need to increase economies
of scale and production efficiency to compete in the
global market.
Given the current strength of the dairy sector,
combined with the current high in international prices,
there is evidence of farmers switching from tillage
and beef to dairy farming to take advantage of the
potentially higher return. This will increase supply
in the market but the new dairy farmers may face
challenges such as funding the cost of new facilities
and plant, developing a new herd and delivering the
required product quality and consistency.
To facilitate the sector to deal with these challenges
the ability to access funding, right across the sector
from farm to fork, will be vital.
John Higgins
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At farm level
At farm level, the main funding requirements are
working capital and capital expenditure (land, plant and
machinery, farm expansion etc.) with an expectation
that the funding will be split 50/50 between these two
broad categories.
Banks continue to provide the main funding for primary
producers, and AIB, Bank of Ireland and Ulster Bank, are
lending to primary producers.
funding is directed towards the most productive assets.
For example farmers should beware of paying more than
an economic price for land and perhaps focus on renting
land and instead investing in required plant and stock.
At processor level
At processor level, processing and value-added food
and beverage companies' funding requirements not only
include capital expenditure and working capital, but EY
We believe this is a great opportunity capable of
having a very positive impact on the agri-food industry in
Ireland and on the Irish economy as a whole.
seasonal businesses in the industry is very important.
The state-led Credit Guarantee Scheme provides support
where viable SMEs are refused credit by their banks due
to perceived high risk or insufficient collateral. For a fee,
the state guarantees 70% of the credit facility advanced
to SMEs by participating banks (primary agriculture is
excluded but downstream processing is eligible).
While banks continue to play a dominant role, for a
sustainable financing mix, new funding sources and in
particular equity funding will likely be required. This may
require shareholder investment as well as equity from
external parties. There are indications that otherfinancial
institutions and funds may introduce new capital to
the sector, in the form of debt, equity (more likely for
value-added food and beverage companies), or hybrid
products. The Ireland Strategic Investment Fund has
announced apanel of fund managers for a number of new
investment funds, which have already received commit-
ments from third party investors. This may indicate an
increased interest in Ireland as an investment location.
Key priorities now need to include strong consumer
focus and sustainable investment to achieve efficiencies,
scale and innovative product development. The overall
message we have received from companies and banks
is that funding is available for enterprises of all sizes
across the industry. It is especially important that
adequate funding is accessible to primary producers
and SMEs as they play an important role in delivering
growth. Discipline is required, so that the industry
remains financially strong through what can be
volatile commodity pricing and to ensure that
investments are made in productive assets. Independent
advisors should be used to assist companies determine
the optimal funding source and structure and deliver
help competitive funding packages.
Building a better
working world
The government continues to play an important role in
supporting the agri-food industry particularly through
Enterprise Ireland with support for expansion, cost
competiveness (Lean Offer scheme), R&D, marketing,
management development and export development.
The government also offers tax credits to agri-food
companies with eligible R&D expenditure.
Maximising opportunity
Given the progress made to date, and what we learnt
from our interviews, we believe that the agri-food
industry is in a very strong position to meet and even
exceed the already ambitious targets set for 2020.
AIB
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Banks are reverting to tried and trusted lender criteria.
These include a robust business plan, efficient working
capital management, a strong management team, and
a deep understanding of the financial performance of
the business and the underlying asset base. The key
metrics used for credit decision-making and covenant
testing vary depending on the debt product. For cash
flow based term loans, earnings leverage multiples are
typically used and are monitored at different times in the
year, so the efficient management of working capital for
also funding to deliver overseas expansion and mergers
and acquisitions.
Banks are also the main funding source for these
enterprises, with AIB, Bank of Ireland and Ulster Bank,
lending across the spectrum from Small, Medium
Size Enterprises ('SMEs') to large corporates, while
international banks are also active in the sector, with a
particular focus on the medium to large and export-led
companies. Our interviews suggest that while funding
may have been more readily available for larger
corporates, a significant level of lending is being
targeted right across the industry including SMEs.
There is a broad suite of banking products on offer.
For larger entities there are examples of syndicated
funding being utilised, typically with a mix of indigenous
and international banks, to deliver competitive funding
packages. For working capital funding the companies
we interviewed are utilising a range of products from
standard overdraft facilities to invoice discounting
facilities. Invoice discounting can be an attractive
funding source for companies operating in the sector
given the often-seasonal working capital requirement.
For export-led companies, trade finance and foreign
exchange products are also important sources offinance.
Year
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0.0
The graph above illustrates total lending to the
agriculture sector by BOI and AIB (based on annual
reports) over the last few years.
This suggests that total lending decreased from 2010 to
2012, which anecdotally may be due to old loans being
repaid quicker than new loans were issued. Both banks
increased lending in 2013 which is in line with their aim
to increase exposure to the industry. Our interviews
Suggest that bank funding is making its way into the
industry at farmer level to support expansion, especially
dairy farming given the current positive dynamics in
that sector.
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As farmers take on debt, it is important that they do not
over-extend, and that their financial position is robust
throughout the commodity cycle. In particular given the
current high levels of prices in the dairy sector, this has
been highlighted as a concern. It is also important that
c:
~
in 1.0
Cil)
AIB'" and BOI** agricultural lending
Typical offerings include working capital products, farm
development loans and asset finance. Banks are offering
tailored debt products, with an example being volatility
-adjusted term loans for primary producers, where a
higher proportion is repaid when milk prices are high,
and vice versa. Banks reiterate the importance of a
robust business case, strong repayment history and a
carefully-planned funding structure with equity factored
in. Our research indicates primary producers are - by and
large - able to obtain debt-related funding from banks.
The FH2020 "milestone review" in 2013 suggests that
primary producers have also used state-led initiatives
such as Microfinance Ireland. Microfinance Ireland
provides small (€2,00Q-€25,OOO) unsecured loans to
\liable businesses declined credit facilities by their bank,
through the Micro-Enterprise Loan Fund.
All the right ingredients
The agrifood industry
is well placed to gain
from a new
collaborative drive
between companies and
academics, writes
Dick Ahlstrom
I reland's food industries are in an envi-able position given the structuresthat have been put together in sup-port of research and innovation. Itmeans companies can tap into exper-
tise within the third-level sector, but also
rely on the support of government agen-
cies to help them develop products and
reach new markets.
It involves companies and academics en-
gaging in research activityand commercial-
ising innovations emerging from the labo-
ratories, says Dr Frank O'Mara, director of
research at Teagasc.
Few industrial sectors are as well placed
as the agrifood industries to gain from col-
laborative research activity, he says.
"There are huge opportunities there in
terms of both products and processes in
the food industry. And there are new areas
in relation to food and enhanced value that
can be added through nutraceuticals."
Teagasc maintains links with most ofIre-
land's third-level institutions, with particu-
lar connections to University College Cork
and Cork Institute of Technology. It has
400 scientists - 200 senior scientists and
postdoctoral researchers and 200 post
graduate PhD students - working at its vari-
ous centres, he says.
Collaboration is a two-way street with ex-
change between partners in academia and
in industry. It is a pull and push whether an
idea comes from industry or from the lab,
but in the food sector it is usually a near to
market innovation, he says.
"More and more researchers recognise
the need to work closely with industry," Dr
O'Mara says. "We do a lot of contract work
with companies. It is seldom wholly new in
food processing but an advance in technolo-
gy, nutritional value, processing methods,
texture, for example the creaminess oflow
fat yoghurt or reducing the salt content in
cheese. It is a very high technology indus-
try and if you can find a way to improve a
process it can be as valuable to the compa-
nyas having a new product."
The third-level sector also sees the value
of collaborative research and innovation
with industry, says ProfAlan Kelly, a profes-
sor in the School of Food and Nutritional
Sciences at University College Cork. "UCC
has always had a long tradition of interac-
tion with the food industry, through our
graduates over the past 80 years and
through an ongoing relationship with col-
laborative research and providing support
for companies," he says.
"Food science is a very applied disci-
pline, food science, consumer science, nu-
tritional content, safety, there are so many
areas. Of all the areas of science the path
from basic food research to market is clos-
er than almost any other discipline."
"Food science is a very applieddiscipline, food science,
consumer science, nutritional
content, safety, there are so
many areas
There is constant interaction with indus-
try, from picking up a phone call with a sim-
ple query to arranging funding ofa PhD stu-
dent through to engagement with large
multi-centre national programmes.
"The current agenda is turning towards
taking on large institutional projects with
industry. It is a core part of what we do in
the educational and research areas," Prof
Kelly says. "Involvement with industry
helps ensure the relevance of our pro-
grammes and the employabilityofourgrad-
uates. And the research is being driven to-
wards pursuing economically relevant sci-
ence."
Maintaining this pairing of academics
and industry is important for the future of
Ireland, Dr O'Mara says. "We are at the
start of an expansionary move towards
milk, the need to add value for new prod-
ucts using milk. We are moving up the val-
ue chain and there comes a point where
you need knowledge-supported innovation
to do that, science supported innovation."
A good example of that is a €l million in-
vestment in Riyadh, Saudi Arabia, by the
Food scientists: research in Ireland is
being driven towards pursuing
economically relevant science.
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Irish Dairy Board, he says. "A plant there is
going to make cheese through a process
that we developed. The idea is milk can be
dried and then transported to the plant and
then reconstituted and made into cheese.
It was launched at the end of last year. Th~
Irish Dairy Board identified a market an
we said we have the technology that can fit
that."
Success in the industry certainly has itS
rewards. Our agrifood industry currentl~
produces about €1O billion in exports an
there is plenty of potential to grow this fur-
ther, says Dr O'Mara.
And agencies such as Enterprise Ireland
are seeking to do this through research cen-
tres such as Food for Health Ireland, a
"tech centre" where indu try and academ-
ics work together to advance the agrifood
sector through the application of science
and research.
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[COMMERCIAL PROFILE]
C CT G THE FO I A
Ireland's food and agribusiness sector has been quick to utilise the latest in
communications technology to innovate, improve customer service and gain
competitive advantage on both the home and international markets.
Keenan Mixer Wagons have become a familiar sight on farms across the globe
"The Irish food and agri sector has been one of the major
success stories of the past few years", says Vodafone
Ireland enterprise director Anne Sheehan. "A key factor
in this success has been the commitment to innovation
and a willingness to embrace the latest technologies on
the part of individual firms in the sector. We have
experienced this at first hand where we have seen
Customers in this area being amongst the earliest
adopters of new products and services such as 4G."
One such company is Carlow based Richard Keenan
&Company. The company's distinctive green Keenan
Mixer Wagons have become a familiar sight on farms
across the globe where they assist farmers deliver the
Optimal feed mix to their livestock and in turn help
aChieve the most efficient conversion of feed into milk
Or meat.
The firm's latest innovation is inTouch, a food production
platform which has the potential to link the entire supply
chain from farm to processor to retailer. It combines
engineering, nutrition and IT technologies to deliver a
repeatable result which improves sustainability and
prOfitability for farmers and processors.
The platform comprises the inTouch Connect unit, a
precision feeding system fitted to the mixer wagon
Which gUides the operator through the mixing process
to ensure that the animals get the correctly balanced
diet on a repeatable basis. This unit is connected
directly to the Cloud using Vodafone's machine to
~achine technology allowing for a real-time feed of
Information to the company's inTouch support centre.
Anne Sheehan Enterprise Director Vodafone Ireland
"Vodafone machine to machine and cloud technology
has been our biggest and most beneficial leap as the
flow of information has become much more reliable
and comprehensive", says inTouch Director, Conan
Condon. "We are now able to review each farmer's
feeding regimes remotely and send information to each
wagon remotely. Farmers no longer have to remember
to have a memory stick in their pocket and then upload
the information onto their computers at night. M2M and
cloud technology has enabled us to develop the largest
database of farm data of this type in the world which
is being used by our team of scientists and nutritionists
for the betterment of the industry."
One of the earliest adopters of 4G technology in Ireland
is Dawn Meats, a € 1 billion business that sells into
countries across the globe. Dawn Meats is an
export-led business with production sites in Ireland,
the UK and France and sales offices in eight countries
across Europe.
"The 4G capabilities now offered by Vodafone have
created an agile workforce, capable of working no matter
where they are", says Stephen Farrell, network and
infrastructure manager with the company. "Vodafone's
combination of mobile, fixed, cloud and hosting
solutions has enabled businesses in rural areas such
as Dawn Meats to do what people take for granted in
the cities. The solutions allow us to create operational
agility and a connected workforce that helps provide a
better all-round customer experience for clients both
at home and abroad."
Kells based software business Irish Farm Computers
is utilising Vodafone's One Net solution to upgrade its
communications system. The firm provides software
solutions for farming businesses, using the AgriNet
brand name. The AgriNet software monitors everything
from grass growing rates to animal records to financial
management.
"Our old communications system wasn't ideal," says
Gavin Murray, operations manager with Irish Farm
Computers. "It wasn't until I saw a Vodafone
advertisement for One Net that I realised there was
already an ideal solution out there and with Vodafone,
you knew what you were going to get would work."
The One Net solution creates a virtual landline number
that can either be used by desk phones, or picked up by
a mobile. It provides a single, local number with one bill.
Intelligent routing means calls will be transferred around
the business to a free phone. It tracks missed calls and
enables messages to be left. "It has worked perfectly,"
says Murray. "We had it up and running in minutes it's so
simple. It allows for Cl far more professional approach to
business. Our customers appreciate it and the feedback
has been excellent."
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Smart ingredients, added functionality and nutraceuticals are driving new
processes and products in the agrifood industIy, writes Dick Ahlstrom
Cash in: Find out about tax breaks and credits
I reland has developed a massive agri-food industry that generates annualexports worth €1O billion and em-ploys tens ofthousands. It is an indus-try that has been built through the ap-
plication of research, creativity and
innovation.
These are the ingredients needed to
keep the sector growing. They lead to new
ideas, new processes, new products and
more efficiency. Innovation can open up
new markets, keep growth on the agenda
and sustain companies during downturns
that can leave other sectors struggling.
"You can anticipate emerging markets
when you are involved in research but typi-
cally the sector develops through small ad-
vances," says Dr Frank O'Mara, director of
research at Teagasc.
This is happening at the moment in the
area of smart ingredients, nutraceuticals
and adding functionality to an existing
product, he says. "Building in functionality
is an area that we are heavily immersed in."
Innovations
The innovations that are driving probiot-
ics, health-promoting yoghurts and better
cheeses arise through research, he says,
hence Teagasc's close associations with
University College Cork's Alimentary
Pharmabiotic Centre (APC) and with
researchers at Cork Institute of
Technology.
"The research helps explain how your
health is influenced by your diet. There is a
lot of evidence that your health is affected
by your diet. The question is how do we
make products that turn that to an advan-
tage," he says.
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The science proceeds with one eye on
the lab bench and the other on how discov-
eries might be used. "The work always has
an application in mind. The APC is strate-
gic, basic research by nature, but we are al-
ways looking at how we can exploit discov-
eries for new applications," Dr O'Mara
says.
This combination of research, innova-
tion and market interest is most readily
seen in the Food for Health Ireland technol-
ogy centre established with the backing of
Enterprise Ireland. Its focus is on milk and
developing innovative ways to add value to
it by delivering improved health.
It is an industry/academic combine with
the company involvement helping to keep
Companies can halvethe costofdoing re-
search and developmentbytaking advantage
oftax breaks and credits. Manycompanies
ignorethis potentialsource ofsupportassum-
ingthattheywould notqualify, says lan Collins,
head ofR&D tax serviceswith EY.
"One ofthe mostcommon mistakeswe hear
companies make isdisregardingpotential
eligibilityfor R&D activities," saysCollins.
Companiesmaybepicturing researchers in
white coats but in fact research expenditure
that isconsidered valid for the Irish tax regime
can be much broaderthan people think.
It iswellworth investigating because itcan
mean being able to claim back halfofthe
research cost, he says. It includes tax reliefof
upto 37.5 percentso€37.50 in every€100
spent, Collins says. There isalso grantaid so
the netcostof research can be reduced
significantly.
the research work close to and relevant to
market. It involves University College
Cork, University College Dublin, NUl Gal-
way, NUl Maynooth, Dublin City Universi-
ty, University of Limerick, Teagasc and
Moorepark Food Research Centre on the
academic side. Company engagement in-
cludes the Irish Dairy Board, Carbery
Group, Dairygold Food Ingredients Ltd,
Glanbia plc and Kerry Group plc.
The goal is to deliver functional food in-
gredients and products. It pursues an "in-
telligent milk mining" programme that
searches for valuable ingredients, for ex-
ample components ofmilk that promote in-
fant development or boost immunity or
support healthy ageing. The work draws
The tax credits onoffercan be applied to
developing new, or improvingexisting, prod-
ucts,devices, processes,materials, systems
and services. Data intensiveactivitiesare
included,adoption ofnewtechnologiesand
modificationto existingprocesses or systems,
Collins says.
"This issomething alotofcompanies tend to
overlook and, as aresult, aremissingouton
valuable cash refunds," he says. "It is impor-
tantthatyou donotautomatically ruleout
claiming for this benefit untilyou havefully
explored the activitieswithinyour business."
There arepitfalls, the primaryonebeing
underclaiming R&D benefits. ButRevenue has
to be satisfied the claims are realand will
requireadequate documentation. Companies
mustalso ensure thattheclaim is incompli-
ancewith the relevant tax legislation.
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on basic research expertise, but quickly
brings products to market that are safe and
deliver benefits.
But efforts to innovate work from both
ends of the agrifood chain. It is not just
about the laboratories and the scientists, in-
novation is also being applied at farm level,
says Dr Tom Kelly, director of knowledge
transfer at Teagasc.
In this case, on-farm issues that need res-
olution are tackled through research and
the results are applied at farm level.
Farm advisers
"We are probably a unique organisation in
Europe," Dr Kelly says. "On one side we
have an advice and education service and
on the other basic research. But there is a
lot of interaction between the research
staffand the farm advisers."
For example, if a new technology is be-
ing promoted for use on farms, an adviser
will explain its impact on the farm and the
researchers will be able to assess the effec-
tiveness of the technology. The need for in-
novation touches all farming areas includ-
ing breeding, dairy, sheep, beef, the gener-
al environment, forestry, even farmer edU-
cation, Dr Kelly says.
"The ideas come in different ways. Over
the last eight to 10 years we have been us-
ing stakeholder 'consultative groups' for
each of the major farm enterprises. They
will include leading farmers along with peo-
ple from industry, academics, Teagasc and
the Department ofAgriculture," he says.
"It is a way to try and feed in new ideas. If
they work we can be more confident in go-
ing out to the farmers and advising they
take up the ideas."
Innovation: Dairymaster
~ .. _- -------------------------------------------------------------------------------------------------------------------------
Thehighestoftechnologyhas been applied to
oneofthe mostfundamentaloffarming activi-
ties to providedairyfarmers with the latest in
automatedagriculture.
Dairymaster, based inCauseway, Co Kerry,
started outas adeveloperofmilking parlours
back in 1968,but ithassinceexpanded and now
also supplies software, speech recognition
systems and phoneappstodelivernewservic-
estofarmers, saysthe company'sCEO Dr
EdmondHarty(left). "It isallabouttechnology
fordairyfarming, all the hardware,softwareand
phoneapps,everythingfordairyfarmers
aroundtheworld," heexplains.
Of the 300peopleworking full-time for the
company, around 40are involved Inresearch,
saysHarty. Dairymasterhascustomers around
theworld including Japan,Siberia,Australia,
NewZealand, Canada, USand UK. "Weexport
75percentofwhatwe produce."
Ithasdeveloped largerotary milking par-
loursthatidentifythecowcominginthedoor,
and the systemwill flag theoperator ifthe
animalneedsspecial feeding. The system uses
softwareto allowthecowto "speak" tothe
operator.The companydevelopedthe "Moo-
Monitor", adeviceworn byacowthatdetects
when itenters heat "Weare moreadvanced
with cattlethanwith humanswhen itcomesto
wearable computing," says Harty. Better still,
whilethe farmer used to havetogooutatnightto
checkforcowsgoing into heat,aphone app
receiving signals from the MooMonitor letsthe
farmerknowfrom thecomfortofhomewhen
fertility isatapeak.
Research is nowsecond natureto the
company, and itworkswith UCCand ITTralee
on projects. "Wehave builtalotofcapability
within thecompany," says Harty.
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Functional foods:
providing benefits
Hoveringsomewhere between food
and medicine, functional foods-
sometimesknown asnutraceuticals
- are foods that provide health
benefits beyond generalnutrition:
think probioticyoghurts oromega 3
enriched eggs. Perhapsthe most
wellknown product isBenecol,
which usesplantstanolesterto
lowerblood cholesterol
Functionalfoods sitwithin the
healthand wellbeing foods market,
estimated tobeworth €158 billion
and growingat2-8 percentannual-
ly. Howeverthere isnotyetan official
definitionoffunctional food.
RosemarySextonfrom Enter-
prise Ireland saysthere isabigmove
towardsfunctional food develop-
mentIn Ireland,particularlyasthe
dairysectorprepares for the
abolitionofmilkquotasand looksto
developvalue-added products. "We
seealotofopportunities in the
functionalfoodsarea. From an Irish
perspectivenutrition isabigpartof
themarketThereare lotsofdevelop-
mentsonthe dairyside."
In November, MinisterforJobs,
Enterpriseand Innovation,Richard
Brutonannounced a€21 million
investmentin Foodfor Health
Ireland,aresearch facilitywhich
aimsto isolateand extractthe
beneficial ingredients in milk toadd
to foods. Thecentre,acollaboration
betweenfive industrypartnersand
sevenof Ireland'seducation institu-
tions hasalreadycompleted five
yearsofresearch into "mining" milk
foractive ingredients thatcould help
intheareas of infantnutrition,
appetitemodulation, performance
nutritionand healthyageing.
FoodforHealth Irelandhas
identified75 ingredientswith
potentialto beused in functional
foods, with applications including
glycemlcmanagementand the
prevention ofage-related muscle
loss.Theaimforthesecond phase is
towork towardscommercialising
research. "Nowmorethanever
before, the insightsfrom sciencewill
allowfood and beverage manufac-
turers tocreate productswith really
strong and compelling nutritional
arguments," saysNoelCorcoran,
sales andmarketingdirectorat
Carbery, one ofthefive industry
partnersalongwith Dairygold,
Glanbia, the KerryGroupandthe
IrishDairyBoard.
Functionalfoodsarenotconfined
to the dairyindustry. DrFiona
Manning is programmedirectorof
NutraMara,amulti-disciplinary
researchconsortium, lookingat
bioactivesfound with musseland
prawn shells. "Atthe moment it's
quitesmall It's thefirst time marine
scientistsand food scientistshave
cometogether."
JOANNA ROBERTS
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Steaks are high in beef industry
Innovation has been
key to ABP's operations
for many years,
writes Frank Dillon
A p Beef is one of Europe's larg-est privatelyowned beefproces-sors and it processes more thanone million cattle every yearrom farms throughout Ire-
land, the UK and Poland.
The company, whose headquarters are
inArdee, Co Louth, produces branded beef
products and supplies the food-service and
manufacturing sectors. Its client portfolio
includes leading retailers and more than
40 Michelin Star restaurants throughout
Europe. A number of its beef products
have won 'Great taste' awards as well as the
accolade of 'World's Best Steak' by Beef
magazine.
Innovation has been a feature ofthe com-
pany's operations for many years. In the
1980s, it developed a patented process to
guarantee consistency and tenderness in
beef. This is known as 'ultra tender' and is a
hanging process that increases the natural
breakdown ofmuscle fibres in each carcass
while it hangs prior to de-boning. The com-
pany has also created a method of sympa-
thetically chilling the carcass to prevent
cold shortening to further ensure tender-
ness. Given recent concerns about the in-
tegrity of meat supplies, ABP is also work-
ing on a comprehensive system to ensure
full traceability along the supply chain
from farm to fork is imperative, and which
involves DNA testing through all of the
company's plants. This ensures any cut of
meat can be traced from the supermarket
shelf back to the animal it came from, with
a permanent database of all the informa-
tion about the animal's provenance.
ABP's slaughter facilities are strategical-
ly placed so that animals fit for slaughter
are transported short distances to ensure
better meat quality. The facilities are situat-
ed in superior beef-rearing regions where
effective grassland-management tech-
niques are the norm.
Waste minimised
Advice is provided to farmers on
sustainability issues on the farm and tech-
niques to improve efficiency. The supply
chain has been adapted so that waste is min-
imised and ABP ensures packaging within
its supply chain is limited and in many cas-
es eliminated. Its finished retail packs, for
example, are transported in recycled trays
which are returned and washed for reuse.
ABP has been awarded Carbon Trust cer-
tification for carbon and water reduction.
"We take the environmental sustainability
of the business extremely serious and have
introduced commitments to reduce energy
use by 20 per cent and our carbon footprint
by 25 per cent before 2020," says APB chief
executive Finbarr McDonnell.
Innovation:
Connemara Seafoods
Researchactivity issomething that
candeliver realjobs,based onthe
experienceofConnemara Sea-
foods.
Research isvital to sustain
revenuegrowthand maintaina
competitiveadvantage, says the
company'smanagingdirector
AndyMulloy.
"Thecompanytrack record on
R&D projects isverysoUd and, for
the lastfiscal year, asubstantial
percentageof turnoverwasas a
resultofthose R&D activities and
hascreated 18 fuU-time sustaina-
ble jobsoverthe lastfouryears."
The familyowned business is
based in the ClewBayarea ofCo
Mayoand has50yearsofexperi-
ence in seafoodcultivation, process-
ingand exporting.
Itexports100percentofits
production, reaching global
markets in Asia and Europe. It
processesarange ofvalueadded
seafood ready-meal products,
MuUoysays.
Itemploysmorethan 50people
and ithasadedicated research
group. "It isafunctional teamwithin
thecompany," hesays,with staff
added asneededdependingon
what is involved.
When itcomes to R&D, Mulloy
Ukesto useasmaU"R" and acapital
"D"whentalkingaboutConnemara
Seafoods.
"Researchcan besomettlinga
universitydoes"butthefocus ison
developingsomething tangibleat
theend", he says.
"I Uke itto bemarketpulled, ideas
collected bysalesstaff in the field
bringingback ideastothemanage-
mentteamhere. It is aUbased on
the big '0'and smaU'R'."
He~sR&Dasa"coreactivity
within anyfirm" butacknowledges
that research "by itsnature is risky
and consumes scarce resources".
Thismakesthegrantaid provided
byEnterprise Irelandvery impor-
tanttothecompany.
DICKAHLSTROM
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Operate in the Food (ha in?
Then we're the bank for you.
Wherever you are in the global food chain -
producer, trader, processor or retailer - Rabobank
is uniquely qualified to help you succeed. As the
world's leading F&A bank, we offer specialised
products and services at each link in the chain.
From financing harvest and inventory to
hedging against volatile commodity prices or
optimally structuring capital, we are there for
you. Rabobank has been in Ireland since 1994,
and we now have a strong and growing position
in banking the Irish F&A sector. With our roots as a
farmers'cooperative, Rabobank has consistently
provided financial backing and expertise in your
field. From farm to fork. www.rabobank.ie
Financial experts in Food & Agribuslness.
For further information, please contact:
Fiona Egan
Head of Corporate Banking
Tel: +353 1 6076209
E-mail: fiona.egan@rabobank.com
www.rabobank.ie
Barry Henry
Head of Loan Products Group
Tel: +353 1 6076158
E-mail: barry.henry@rabobank.com
Barry Brennan
European Head of Client Solutions
Tel: + 353 1 6076221
E-mail: barry.brennan@rabobank.com
Rabobank Ireland plc is regulated by the Central Bank of Ireland. Rabobank
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Tastes change and Irish restaurateurs are quick to
bring the latest global food fashions home,
writes Aoife Cardgy
One of the anomalies of the re-cession was the unexpected re-invigoration of the Irish diningscene. Dublin city centre hasmore eateries than ever with
change-of-usage building developments
and expansion of existing restaurants lead-
ing to an increase of over 1,250 new restau-
rant seats in the past 18 months. The recov-
ery is slower to show itself beyond the capi-
tal in terms of restaurant openings but up
and down the country existing restauran-
teurs are embracing new ways of securing
their place in diners' lives. So, who's eating
where, what are we ordering and how do
our restaurant trends compare with the in-
ternational dining scene?
1CasuaL diningToday's diners wantgood food but with-out the fuss and pomp offormal dining.
Bord Bia's recent PERiscope 2013 report
ranks "Quick Service Restaurants" as the
strongest food-service sector, now and un-
til2018 at least. Old-fashioned fast food is
being re-invented with the global move to-
wards "fast good", often with a focus on a
single-item menu.
First burgers got a makeover, then burri-
tos and now sausages are big newsthanks
to restaurants such as Dublin's Worscht
and Fritehaus and Cork's Sausage Grill.
2BLurring the LinesHow, where and when we eat out is upfor grabs. High-end US department
stores are reintroducing in-store eateries
to encourage "dwell time", while galleries,
bike shops and boutiques are using
in-house cafes to increase footfall. Think
Lennox at The Visual, Carlow or Dublin's
Coppa Cafe at the RHA Gallery, Rothar
Bike Cafe on Fade Street and Tamp &
Stitch in Temple Bar. Casual places in Dub-
lin include Pitt Bros BBQ on South Great
"First burgers got a makeover,
then burritos and now
sausages are big news, so take
a bow Dublin's Worscht and
Fritehaus
Georges Street, and Pizza e Porchetta on
Grand Canal Quay which offer all-day food
service, meeting the demands of our in-
creasingly fluid lives. Flexible dining men-
us like those in Etto on Merrion Row, are
based around small plates and welcome
shared experiences. And as the Irish pub
tackles its identity crisis, bars such as The
Taphouse in Ranelagh , Deasy's in Clonak-
ilty, and Bierhaus and Eat @Massimo Bar,
both in Galway, are answering the call for
craft beers and food to share.
3EATertainmentThe shift from expense-accountspend to leisure spend sees restau-
rants pitting their skills against the enter-
tainment business. Ground-breaking inter-
national chefs are interrogating howsenso-
ry stimuli affects our food experience, from
silent suppers and dining in the dark to the
Spanish venture, El Celler de Can Roca's Il
Somni - a 12-course opera-based banquet
exploring culinary history, landscape and
poetry at El Cellar de Can Roca restaurant
in Girona, Catalunya.
The trickle-down? In Dublin a chefs ta-
ble in Chapter One's kitchen and ForestAv-
enue's tasting menu hand-delivered by
chefs. News of the Curd supper club de-
camping to Ballinlough castle, Co Meath to
host a magical banquet at this summer's
Body & Soul festival.
4Craft beers and cLassy cocktaiLsIrish restaurants traditionally mademoney on wine mark-ups rather
than food margins, but recent duty increas-
es have squeezed the consumer's wine
spend, making the traditional model a chal-
lenge. Many restaurateurs are opting to up-
sell on cocktails (tapping into a thirst for eX-
perimentation and affordable luxuries); on
craft beers, local or otherwise (even import-
ed craft beers carry a story and sense of aU-
thenticity); or both (the US flirtation with
sour beers and beer cocktails has hit these
shores in the likes of Vintage Cocktail
Club). Newcomer Opium on Dublin's Wex-
ford Street gives customers a polaroid sou'
venir of their cocktail to capture the moo
ment.
5HeaLthy eatingIn Bord Bia's PERiscope survey 2013comparing 10 European countries,
=================================================~===---d===="4
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Brian Fitzpatrick--I
Oriel Sea Salt
Some food businesses are started
for little more than the price of the
ingredients, but to get his sea salt
company up and running, Brian
Fitzpatrick and business partner
John Delaney had to raise
€l million and build a desalination
plant. Thankfully, and with the help
of angel investors, they did just
that, and Oriel Sea Salt was estab-
lished in 2010.
Based at Clogherhead in Co
Louth, the company extracts salts
and minerals from the sea to sell
into a variety of sectors, from food
service to health supplements and
cosmetics.
Securing funding was a massive
achievement. "At first it seemed
like nobody wanted to touch us
because such a big capital expendi-
ture was required up front," says
Fitzpatrick.
These days people are queuing
up to use the company's full
flavour, fine grain sea salt.
"Our sea salt is of such purity and
intensity that it elevates recipes
and food products, yet allows you
use upto 40 per cent less," says
Fitzpatrick, who attributes this
qualitytothe company's patented
harvesting process.
Oriel is used by a number of
leading chefs, including the legend-
ary Albert Roux and Ross Lewis of
Michelin-starred restaurant,
Chapter One. Cookery schools
such as Ballymaloe and the Dubai
International Institute for Culinary
Arts are also fans.
But progress hasn't always
flowed as well as the product,
according to Fitzpatrick, who now
employs four people. "The most
recent challenge has been the Irish
weather, and what all those storms
did to the Irish Sea. We had to
invest another €20,000 in extra
sand filters to cope."
It's been a steep learning curve
but now the company is focused on
developing export markets, taking
part on Bord Bia's Food Works
programme.
"It has been fantastic in giving us
access to both mentoring and to a
lot of really great information that
we would otherwise have had to
pay for." It has, he might say, been
worth its salt.
Innovators: Giving the people what they wantIrish diners proved the most health-orient-
ed, with eight out of 10 of us boasting
healthy diets.
The "free-from" brigade hold economic
Sway and home-grown companies echo the
DS success ofVeggie Grill, and Chop't and
'fossed. Meanwhile, as UK institutions
sUch as children's hospitals and schools re-
think their food offer, healthy kids meals
are becoming de rigour, especially for fami-
lY-focused dining. Brasserie le Pont's cur-
~ent campaign to reinstitute Sunday lunch
IS a good example.
6Root to staLkForget nose-to-tail eating: from mi-cro-herbs adding wow and less-
er-used ends taking centre stage (think
brussel tops or parsley root), embracing
the humble vegetable is where it's at now.
Protein-lite mains with "flexiterian" ap-
Peal are filtering down from Paris's l'Ar-
dege via Belfast's Ox to menus throughout
the country, while foragers and kitchen gar-
dens reign.
Meanwhile Ireland's Heritage Potato
Collection (a nomadic project headed by
Dermot Carey and David Langford which
had temporary outposts in Sligo, Donegal
and Dublin) has been hogging headlines
thanks to the joint-patronage of Dublin's
Urban Farm and Boxty House.
7LOOking outwardsLocal sourcing remains high on theagenda but coupled with a curiosity
for international flavours. Mexican has
more to give the world at large, from chia (a
superfood seed) and chiccarones (crispy
pork rind) to moles (complex curry-style
casseroles). Middle-Eastern cooking is
only getting into its stride, with the Otto-
lenghi-effect boosted by the growing pro-
file of Beirut restaurateur Kamal Mou-
zawak who recently cooked a pop-up din-
ner at Galway's Ard Bia. But we're not done
with Asia yet, by a long shot. Asian fusion
sees the likes ofnam plaa (fish sauce), srira-
chi (sour chile sauce) and shichimi togar-
ashi (Japanese seven-spice) going main-
stream in Western dishes, while cultural hy-
brids such as Vietnamese banh mi (filled ba-
guette) tick all sorts of boxes. Asian restau-
rants are popping up over the island, from
Limerick's Taikichi to Galway's Asian Tea-
house and Dublin's Faat Baat.
Severalsharp food entrepreneursare
responding to recent trendswith nicheand
originalproducts, givingthe peoplewhat
theydidn'tyetknowtheywanted.
PhilipMartinofDublin'sThe LittleAss
Burrito (below) ison amission tobring
Mexicanfood to Ireland. Inorderto expand
beyond TexMexto properMexicantacos, he
needsproperMexicancorn tortillas, so he is
settingupEurope's firstauthenticcorn
tortillafactory,BlancoNino,whichwilluse
lrish-growncorn.Whatwillmake itauthen-
tic is the Mexican processofnixtamalisation
which involvescooking thecorn in alime-
stone solutionovernight This booststhe
corn'snutritionalcontentand givesfresh
corn tortilla'stheirunmistakeablearoma.
Julie MurrayofDublincity'sfirstmi-
cro-roastery, Cloud PickerCoffee, hap-
penedtowalk by ForestAvenue, acafe in
Dublin 4.whiLe itwas being renovated.
SandySabekofForestAvenuewas looking
foracoffeesupplierand ahappyrelation-
shipwas borne.When ForestAvenue first
opened, theydidn'town afancyespresso
machine. Insteadtheyoffered adifferent
CloudpickerSingleOrigin Coffeeevery
week, served as individualdripperbrewsfor
amore nuancedand complex flavour
profile, togetherwith aclipboard providing
background informationonthatweek's
coffee'sorigins. "I preferthe making
informationavailable rather than forcing it
uponpeople,"When formerattorney
generalJohn Rogers semi-retired to his
BoyneValleyfarm, hethoughtthattapping
intothegrowing Irish marketfor
coLd-pressed rapeseed oilseemed likea
viable businessventure.
Hedidn'tknowthenthattheaward-win-
ningoil thatheand son Jackmadewould be
pressedfrom analtogetherdifferentseed
called camelina. NewgrangeGold Camelina
Oil ishigh in vitamin E, omega 3 (threetimes
morethan rapeseed) and omega 6, some-
thing thejudgesofGreatTasteAwards 2013
didn'tknowwhentheyawarded it three
starsfor its tastealone. Theproductwas
alsowinnerofthemost
sustainable/environmentalproductat
SHOPinthe RDS.
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There's eating and drinking in them
The Connemara Pie Company
Shane FrancisIrish apple growers aredeveloping innovative
apple-based products
such as craft cider,
writes Aoife Carrigy
I rish consumers want to eat Irish ap-ples, and are continually"disappoint-ed that they can't get Irish apples intheir local supermarkets". So saysCon Traas, Chairperson of the Irish
Apple Growers Association. "Consumer de-
mand is more than adequate," he says. In
what is a small seasonal sector, one of the
biggest historical problems the associa-
tion's 40 grower members face is in deal-
ing with multiple retailers who want to
treat them "as if they were buying items
from a factory where output volume is easi-
ly controlled, and plannable in advance,"
says Traas." Supermarkets want guaran-
teed price tenders, "before a grower will
even know what their crop will be like that
year. Then if the grower is short, he or she
would have to buy to make up the shortfall,
but because there are so few growers, this
might not be possible."
Butthegood news is thatthe future looks
rosy for Irish apples. "In terms of flavour
and texture, the quality of Irish apples has
never been better," says Traas. Today's
growers are exploring alternative routes to
markets. In recent years, there have been a
growing number of producers developing
innovative and award-winning ap-
ple-based products, from Longueville's ap-
ple brandy to various import substitutions
such as Llewellyn's apple balsamic vinegar
and Highbank Orchard Syrup, an ap-
ple-based alternative to imported maple
syrup. These may remain niche products,
says Traas, "but still require quite a volume
of apples to make, and they also raise the
profile of Irish apples and Irish apple pro-
ducers."
What is having the most impactfor grow-
ers has been the expanding craft cider mar-
ket. "The craft ciders sell at significant vol-
umes, and because most of them use close
to 100 per cent apple, they have the ability
to take a lot of apples produced in Irish or-
chards," says Traas.
Emma Tyrrell ofCider Ireland believes it
is a "very exciting time to be involved in ci-
der-making". She argues that Irish craft ci-
der makes for a dry, food-friendly alterna-
tive to "sugary, mass-produced alcopop"
style ciders; a gluten-free alternative to
beer; and a low-alcohol and locally pro-
duced alternative to wine. "At the moment
there is enough supply [ofIrish apples] to
meet demand but should the cider industry
continue in the direction it's going, and at
the same rate, then we may well be looking
at a dearth of apples in the future. An apple
tree would usually not produce fruit for ci-
der-making for about four years, so now
may be the time to get planting."
The Connemara Pie Company is
one ofthose brand names that
sounds as if it has been around
forever, but in fact it's fresh out of
the oven,
"I had a background in restau-
rants and saw a niche in the
market for a fixed-price,
high-quality product for the food
service industry," says founder
Shane Francis. Food service
includes everything from cafes
and restaurants to pubs and
clubs, anywhere food is served.
"The problem facing the sector
is a lack of skills in the kitchens,
whereas our products are sup-
plied ready to be reheated,"
Before setting up the company
last year Francis spent 18 months
researching the Irish and Europe-
an food service markets. "I found
that 80 per cent of the food that is
brought into restaurants and
pubs in Germany and France, for
example, comes in frozen and is
reheated."
He commissioned a feasibility
study to see if he could get a piece
of that pie for himself. The find-
ings looked good enough to move
into recipe development, working
with partner Ross Quinn of Vasco
Restaurant in Fanore, Co Clare,
The result is five premium pies.
including a duck. juniper berry
and pear cider pie, and a smoked
salmon with cream cheese and
rocket one. "We launched in
France and Germany last October
and are selling into golf clubs,
restaurants and hotels at home,
too," says Francis.
The company is already on
track to sell5,000 pies a week for
the rest of this year, It's just as
well, he says: "I've put my com-
munion money into this,"
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Sustainable Agriculture
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Innovation Partner for the
Agriculture and Food Sector
Teagasc researchers partner with industry to drive innovation in the agriculture and food sector. The Teagasc
advisory network assists farmers to combine environmentally sensitive technical innovation with prudent
business management, and Teagasc education courses equip future farmers to become lifelong innovators.
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AGRICULTURE AND FOOD DEVELOPMENT AUTHORITY
Reducing Greenhouse Gas Emissions Maintaining Clean Water Grass Based Livestock Systems
www.teagasc.ie
New Product Development
Sexing semen for Animal Breeding
~~
Phage Therapy for Controlling MRSA
satellite Mapping for Precision Farming
New Technologies
Technology for the Food Sector
Breeding New Potato Varieties
High Quality Gluten Free Breads
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MARKET TO BUSINESS
--
Growing your business
beyond your kitchen
Your food business
can begin at home,
but if you want to
go into commercial
production, there
are several options,
writes Sandra
O'Connell
W en it comes to settingup and running a foodbusiness, there's morethan one recipe to fol-low.
The simplest way in is to get cooking
at home.
"As soon as you make your first loaf
of bread and sell it, you are a food
start-up," says Oonagh Monahan, a
food business mentor and author of
Money For Jam, a guide to starting
your own food business. "The simplest
thing to do is approach a shop, ask to
leave your produce inand see what hap-
pens. So many people have great ideas
for food products, but they say to me,
'But what happens if a really big order
comes in and I can't manage it?' Well,
in that case, happy days, you're in busi-
ness," she says.
Items such as home baking and jams
are classed as "low-risk" and can
therefore be made at home, as long as
environmental health officers are
happy it's clean and the batches aren't
too big.
Once you move into areas such as
confectionery or salads with dressings,
you move into a higher-risk classifica-
tion. To develop these recipes and be-
gin commercial production, check out
the growing trend in community kitch-
ens that you can rent by the hour. This
is was what Eileen and Ray McClure of
Farranfore, Co Kerry, went looking for
last year when Ray was developing Kil-
larneyToffee.
"We wanted to find a commercial
kitchen we could rent by the hour to try
it out. It's a concept Ray, who is Ameri-
can, was familiar with," says Eileen.
"But we couldn't find one here."
Having conducted research with
stallholders at farmers' markets in the
Kerry region, she found other artisan
food businesses were in need of the
same facility. So, with grant aid from
the Leader fund of €ISO,OOO, she
opened Kitchen Incubators Kerry, a
6,000 sq ft custom-fitted space with
three commercial kitchens, a demo
kitchen, and training and meeting
space, rentable from €IS an hour.
The next step up for many will be to
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take a subsidised food grade unit at an
enterprise centre on a longer-term ba-
sis. In these, for a monthly licence fee of
around €400, inclusive of rates and
waste management, food start-ups can
avail ofbusiness mentoring and admin-
istrative back-up, with no deposit or
lease required.
Among the best-known of these is
the SPADE Enterprise Centre in North
King St, Dublin, which has kitchen incu-
bators ranging in size from 400 to
I,SOOsqft.
If all you have is an idea for a food
product, but not the skills to produce it,
the services of a food technologist can
help. Wendy Roberts of Creative Food
Technology in Limerick provides a
range ofservices from creating a recipe
from a concept to helping people who
have started out at home tweak their
recipes in order to scale up.
She can source ingredients, extend
shelf life, establish nutritional values
for labelling, help you figure out how to
ramp up production and even ensure
you don't have to get involved in cook-
ing at all.
This is because, in some cases, once
you have perfected your recipes, the
most efficient route will be to contract
out production. It's the route that
well-known soup brand Cully & Sully
took to great effect.
"I'd encourage the contract manufac-
turing route," says Roberts. "Food man-
ufacturing is expensive to get into, and
with contract manufacturing all you
Eileen McClure of Kitchen
Incubators Kerry, which rents
commercial kitchens to artisan food
businesses. PHOTOGRAPH, KERRY KENNELLY
have to pay for is the packaging and the
actual production."
Contracting out also frees you up to
do what you are best at.
"Oftenyou'll have a really good prod-
uct or recipe, but realise that what you
are actually best at is branding and mar-
keting," says food consultant James
Burke. "In any case, if you are success-
ful there will come a point when you
can no longer do everything, which is
why it makes sense to look at out-
sourced partners."
I 1111111============================================
MARKET TO BUSINESS
Getting the market to decide
Food markets are a low-cost way to test the water and get feedback from customers
on innovative fare writes Sandra O'Connell
Caryna Camerino arrived in Ire-land as a backpacker intendingto stay two days. Seven years lat-er, she's still here. Part ofthe rea-son for that has been the success
of a business she started here as a hobby,
Caryna's Cakes.
She began baking and selling at a market
in Dublin in 2007. Prettysoon, local restau-
rant and coffee shop owners began asking
her to supply them.
Determined to do everything in "baby
steps", only last year did she move into a
kitchen unit at Terenure Enterprise Cen-
tre and ramp up production to the point
Where she could take on her first member
ofstaff.
While the bulk of her revenues come
from supplying cafes and restaurants, as
well as a strong niche in wedding cakes, she
has kept her hand in markets, still selling at
the Dublin Food Co-op each week.
There's good reason: "I have no retail
front, so the market is stilI a really impor-
tant way for me to meet customers and get
feedback," says Carnerino, who advises oth-
er food start-ups to follow suit. "Markets
are a really low-cost way to start."
It's a route many known names have fol-
lowed, including Sheridans Cheesemon-
--
-
gers and spice maker Green Saffron.
"It has actually never been easier to start
up a food business in Ireland. Of course
there are some barriers to entry, but the
fact is that you can start up a food business
on a very modest budget and legislation ex-
ists to enable you do many things from your
home kitchen, and then sell through farm-
ers markets," says food business consult-
ant Jarnes Burke.
Markets may have suffered somewhat
during the recession, but are still a force to
be reckoned with according to Tara McCa-
rthy, director of food and beverages at
BordBia.
"They went through a challenging time
but while some markets struggled, the bet-
ter ones flourished, which has enabled us
to do some research into why that is," she
says. "For prospective stall holders, the key
is to look for a market that has a variety of
producers and takes place regularly. You
don'twant a market that is skewed in one di-
rection."
Interestingly, markets that relied too
heavily on the provision of food "to go"
were the ones that struggled most. "The
broader the range, from meat to veg to fish,
the more successful a market is at drawing
people in," says McCarthy, who advises
start-ups to visit a number of markets first
to assess the profile of the consumers that
visit it.
"Market stalls are still very much at the
cutting edge of the food industry. They're
where many of the ideas that create excit-
ing new food products are born," says
Conor Hyde of Bullseye, a food marketing
consultancy.
"Starting a food business and selling
products directly to the public at farmers
markets allows entrepreneurs to interact
face-to-face with buyers. It's a chance to
learn about the consumer market, to inno-
vate and be extremely creative. The mar-
ket stall is often where the first steps of re-
search and development happen. Those
skills are also transferable to tradeshows
and food expos. These often take the form
of a market with companies pitching their
"The key is to look for a marketthat has a variety of producers
and takes place regularly. You
don't want a nlarket that is
skewed in one direction
Caryna Camerino of Caryna's Cakes
with a pineapple wedding cake
product from stalls to major international
retail chains."
Certainly it provided the route to busi-
ness success for Deirdre Hilliard, who start-
ed selling soups at Midleton Market in
2002. Today her business, Just Food, has a
turnover of in excess of €l million and sells
in supermarkets nationwide and in Eu-
rope. Highly innovative, she has just
launched a new range of high protein, low
fat soups, called HiLo.
"To be successful at markets you need
something that is clearly differentiated, in
our case it was wholefood soups that other
people weren't doing," says HiIliard.
"Next, turn up yourself, every week, so
that you get to know your customers. It's
the best market research you'll get. Farm-
ers market customers are not representa-
tive of the population as a whole. They are
real foodies, the early adopters, ahead of
the main flow when it comes to food trends.
If you can refine your product with these
guys, you will be one step ahead of the com-
petition when the time comes to selling
into supermarkets."
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LITERARY FESTIVAL
making workshops from their
production unit in south west
Wicklow. Unlike retail sales, for
which the couple may have to
provide credit, the workshops
helped keep cash flow pumping
throughout the downturn. The
other ingredient in their recipe for
success has been a strategic
decision not to chase large
volume orders, as those are the
most likely to leave the producer
working off low margins.
Indeed, the couple does not see
supermarket orders as worth
pursuing at all. " Much better to
go the speciality or fine foods
shop route, supplying to stores
such as Avoca, where margins
are better and production capaci-
ty more sustainable.
It's a strategy that has worked
and the couple have been develop-
ing its export business. "We've
just won top prize in a UK competi-
tion for one of our ice cream cakes
and we are also now exporting to
Australia and Poland," says Mary.
Mary and Jim Healy started out,
in 2001, selling waffles at farm-
ers markets under the brand
name Wicklow Fine Foods.
By 2008 the company had
expanded into chocolate making
and fine food hampers, grOWing
turnover to € Imillion a year.
When the recession hit, and
hamper orders fell, they respond-
ed by developing a new brand,
The Chocolate Garden of Ireland
and buying an artisan brand,
Tipperary Ice Cream, to counter-
act against the traditional sum-
mertime dip in chocolate sales.
The Chocolate Garden of
Ireland brand was designed to
help them diversify into "food
tourism", running chocolate
Yotam Ottolenghi (right) and his
business partner Sami Tamimi
Mary Healy
Chocolate Garden of Ireland
oe House, Giana Ferguson's event about
her soon-to-be published book, Myrtle Al-
Ien's Cookery Archive, and Extreme
Greens- Understanding Seaweed with Sal-
ly McKenna, also sold out very quickly,"
Alien says.
However there are still plenty of events
with availability, and the fringe pro-
gramme at The Big Shed, adjacent to Bally-
maloe House hotel, where there will also
be art installations, live music and local pro-
ducers selling food, will be open to all. "Peo-
ple still have the opportunity to book for
Sami Tamimi, Yotam Ottolenghi and Ari-
ana Bundy discussing the food of the Mid-
dle East; tickets for the conversation be-
tween John McKenna and Rene Redzepi
are still available, as is Tim Hayward's talk
about his book, FoodDIY. And Christopher
Hirsheimer and Melissa Hamilton of Canal
House Publishing in the US will be giving a
fascinating talk about The Business of
Books," AlIen says.
Daniel Klein and Mirra Fine of The Peren-
nial Plate, a James Beard award winning
online weekly documentary series "dedicat-
ed to socially responsible and adventurous
eating" will present two screenings ofshort
films they have travelled the world to
make, and Susan Boyle will perform her
one woman show A Wine Goose Chase,
which blends wine tasting with storytell-
ing.
See litfest.iefor more information.
Eating their words
,Dare to dream" could have
been the theme of last
year's inaugural Ballymal-
oe Literary Festival of
Food & Wine, when a
star-studded line-up of food and wine writ-
ers from across the globe converged on the
Co Cork hotel and cookery school for a
weekend ofdemonstrations, debate and, of
course, dining, in the companyof8,000 fes-
tival-goers.
"When Darina calls, you don't say no",
was a common refrain from participants,
who included the Thai food expert David
Thompson, who flew in from Bangkok to
join Madhur Jaffrey, Claudia Roden, Jan-
cis Robinson, Matthew Fort, Thomasina
Miers and countless other stellar names on
the programme for the weekend.
This year, the dream justgot bigger, with
Rene Redzepi of Noma restaurant in Co-
penhagen, founder of what has become
known as New Nordic Cuisine, jostling
with TV presenter, author and restaura-
teur Yotam Ottolenghi for top billing in a
three-day programme of events that will
take place on May 16th-18th.
Other big names signed up this year in-
clude Diana Kennedy, often described as
"the Elizabeth David ofMexican cooking",
Australian cook and food entrepreneur
Maggie Beer, TV presenter and writer
Simon Hopkinson, and chef Rowley Leigh.
The wine world will be represented by Lil-
ian Barton of Chateau Uoville-Barton and
Spanish winemaker Telmo Rodriguez.
Chefs and authors Ross Lewis, Paul Flynn
and Clodagh McKenna head the Irish con-
tingent, along with Darina and Rachel Al-
Ien and Rory O'Connell.
"We didn't quite manage to break-even,
however it was very close," Darina AlIen
says in relation to the €200,000 it cost to
stage last year's event. "The budget has in-
creased substantially this year as we need
more infrastructure on site, shuttle buses
and bank machines, which all cost money.
Also, last year, so many people rowed in
and worked so hard on a near voluntary ba-
sis, but this year we want to make ~ure eve-
ryone is paid for the enormous effort and
work they put in," she says.
Tickets went on sale in January, and
some events are already booked out. "Not
surprisingly the Ottolenghi demonstration
and pop-up dinner, and the Rene Redzepi
events flew out the door, selling out within
minutes. Maggie Beer's lunch in Ballymal-
Luminaries of the food
and wine writing world
will assemble for a
three-day festival at
Ballymaloe, writes
Marie Claire Digby
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